Social media is becoming an important part of an organization's media strategy. This study examines the effects of trust and consumer emotional response to advertisements on brand evaluation in an online social media context. The study used a survey method, and the studied population consisted of 927 Brazilian social media users (Facebook subscribers). The results showed the following: (1) the emotional response to advertising on social media had a positive influence on brand evaluation; and (2) consumer trust had a positive influence on brand evaluation and emotional response to advertisements on social media. It is possible to conclude that consumer trust is the key variable to a positive emotional response to advertisements on social media and to a positive brand evaluation. Finally, this study demonstrates that companies must measure the emotional response to advertising in their social media activities as a way of enhancing brand evaluation.
INTRODUCTION
ocial media, with its growing applications and popularity, is a significant strategy for companies to increase consumer engagement, brand awareness and connectivity. In the competitive environment, interaction resources are more vital than ever for brands because consumers make contact with brands and other consumers in social networks and these interactions enable brands to deepen their relationships with consumers (ENGINKAYA; YILMAZ, 2014).
Companies typically embrace social media because of its potential for engagement and collaboration with consumers. Through social media, marketers can gain rich, unmediated consumer insights faster than ever before and can promote loyalty through networking (HUDSON et al., 2015) . Additionally, social media has many advantages over traditional channels, such as low cost, customization and ease of creating focused messages (ENGINKAYA; YILMAZ, 2014) . Therefore, social media is becoming an increasingly important part of an organization's media strategy (PETERS et al., 2013) . This is true for large multinational firms as well as small and medium-sized companies. Mangold and Faulds (2009) report that social media has become a tool to influence consumer behavior in the areas of awareness, information acquisition, opinions, attitudes, purchasing behavior and post-purchase communication and evaluation. They state that social media has a vital role in promotion because companies can interact with consumers through online platforms (e.g., Facebook, Twitter, MySpace and others).
However, with the growth of online social networks, companies have lost some control over their brands, since information in the online environment is multidirectional, interconnected, and difficult to predict (HENNING-THURAU et al., 2004) . Companies ultimately interact with consumers through a "conversation" about the brand (DEIGHTON; KORNFELD, 2009 ). Judgments about the characteristics or attributes of a person, based on information obtained from digital media, can be accurate (BROWN; VAUGHN, 2011) , and online platforms and social networks directly influence the consumer-brand relationship (ENGINKAYA; YILMAZ, 2014) . Marketing brands through social media is becoming precise, personal, interesting, interactive and social (JOTHI et al., 2011) .
Aware of the power of social media, companies are investing in generating engagement by posting content in the form of advertisements. Notably, companies often use emotional appeals in their advertisements as a way to create affective ties with consumers (KELLY et al., 2010 communication, and it is important to measure consumer reaction to these advertisements to determine if they are able to effectively improve brand evaluation.
The management of brands and the relationships with users of social networks and virtual brand communities (on Facebook in particular) has resulted in an increased interest from the academic community. However, there are few studies regarding the effects of advertising on brand evaluation in the social media environment. Thus, understanding how the emotional reactions of consumers to online advertisements influence brand evaluation is important in understanding how to manage a brand in the online and social media environment. Moreover, this link between the emotional reaction to advertisements in social media and brand evaluation could reveal other factors that may influence the formation of brand awareness.
It is known that a social media user's relationship with a brand may be influenced by other contacts that the consumer has had with the brand. Specifically, the consumer may have This study examines the effects of trust and consumer emotional response to advertisements on brand evaluation in an online social media context. This article has five parts. First, we contextualize the general aspects of the research.
Then, based on the available literature and the general objective of this study, the theoretical framework and its hypotheses were developed. The third part presents the methodological procedures of the study, which consisted of a cross-sectional survey using structural equation modeling to analyze the data. Then, the results are described and discussed including limitations and suggestions for future studies. SINGH, 2000; SIRDESHMUKH et al., 2002) . More recently, studies on trust in internet exchanges have increased (e.g., URBAN et al., 2009; BELDAD et al., 2010; HABIBI et al., 2014; SCHMIDT; IYERA, 2015) . Rousseau et al. (1998) defined trust as a psychological state comprising the intention to accept vulnerability based on the positive expectations of the intentions or behaviors of another. Garbarino and Johnson (1999) found that trust is antecedent to the perception of value in relationships, given that the construct influences purchase intent and loyalty. In the same sense, trust is very important in the process of building and maintaining relationships (OAKES, 1990; MORGAN; HUNT, 1994) . Macintosh (2009) reports that, in services, trust can be more important than in other contexts of marketing because the customer is essentially purchasing a promise. In the online environment, trust is important during the shopping process (POWERS et al., 2012) and is a main antecedent of patronage (PENTINA et al., 2013; SEE-TO; HO, 2014) .
CONSUMER TRUST IN THE ONLINE ENVIRONMENT
Vulnerability and risk are present in the online environment. In this environment, online trust is increasingly important as a subject of study and its influence on the strategies of internet marketing has been gaining prominence (URBAN et al., 2009 ). Bart et al. (2005) states that online trust includes consumer perceptions of how the page will match their expectations.
The dimensions of trust are intensely debated in the current literature, and trust is becoming a multidimensional construct with cognitive, affective and behavioral dimensions.
Regarding affective trust, there is no consensus among authors about its relationship with cognition; however, there is evidence that cognitive and affective systems differ (TERRES; SANTOS, 2013). The behavioral dimension refers to the willingness to act for the transformation of trust in a coherent behavior (CASTALDO, 2003) .
In a review of studies of online trust, Urban et al. (2009) concludes that online trust exceeds privacy and security and is closely related to website design, and its formation is a continuous and heterogeneous process among individuals and products. The authors conclude that a website affects trust, which subsequently modifies consumer purchasing, leading to sales and profit. Customers are learning from their experiences of buying and using the product. These experiences build trust and possibly generate word-of-mouth communication in social media. The authors explain that trust has been found to influence consumer behavior, such as in decisions to purchase or hire online or participate in an online community. that brand trust influences the brand evaluation (equity in that study) through an increase in brand loyalty. Chaudhuri and Hollbrok (2001) also found a positive influence of brand trust on marketing share and relative price of the brand, both mediated by loyalty (purchase and attitudes through the brand). Yacoub (2013) showed the importance of the introduction of a relationship approach based on trust in brand extension. He found that if a brand has built a sufficient level of trust with consumers and essentially good credibility, it will improve the evaluation of the brand.
Notably, there is evidence that brand trust is also linked to emotional response to advertisements. Specifically, Chaudhuri and Hollbrok (2001) found that brand trust and brand affect have a positive correlation. Drossos et al. (2007) showed that trust strongly influences a consumer's attitude toward the advertiser, and is an important predictor of the consumer's behavioral intention toward the advertisement.
Brand trust may have a positive impact on the reaction of the consumer to the brand advertisements on online social media, and, in the same way, brand trust may increase the consumer's evaluation of the brand. These statements give support to the following hypotheses:
H1 -Consumer trust has a positive influence on the emotional response to
advertisements.
H2 -Consumer trust has a positive influence on brand evaluation.

EMOTIONAL RESPONSE TO ADVERTISEMENTS IN SOCIAL MEDIA AND BRAND EVALUATION
With the increase of the number of media, the task of understanding and targeting consumers has become more complex. Advertising is the most visible component of integrated marketing communications. In addition to advertising, Grewal and Levy (2012) report that web sites, corporate blogs, social media and online games are potential means of communication between companies and customers, for direct purchase, consumer service (complaints and suggestions) or relationships. Companies are using social media for digital advertising, mining innovative ideas and creating engaged brand communities (ENGINKAYA; YILMAZ, 2014). Thus, social media is a relationship tool, a promotion tool and a sales channel (SERRA et al., 2013) . Content previously only generated by marketing professionals can now be generated by users and has the potential to shape the perception of consumers. A thorough understanding of this is important for marketers that aim to promote their brands socially (SMITH et al., 2012) .
Also related to marketing strategies (EL-ANSARY, 2006), the brand is a dynamic and strategic dimension in business management, to the point of becoming a new competence in marketing (PRADO, 2008) . When the variables of brand are managed, i.e., identity and brand image, a positive brand evaluation is obtained as a result. Louro (2000) suggests that brand evaluation is a liability to the extent that negative associations (if the perceived quality of the product is lower than expected) will penalize the marketing efforts of the company. In contrast, the emotional response of the media user has been suggested to influence attitudes towards advertisements and the brand (BATRA; RAY, 1986; DERBAIX, 1995) .
Additionally, Dobele et al. (2007) reports that emotional connection plays a critical role in influencing forwarding behavior, such as a positive brand evaluation on social media.
It is necessary for brands to build a connection with users and to nurture a sense of belonging in customers. With its diverse tools, social media satisfies consumer desire for engagement and they may wish to be associated with a brand. Brands are strengthened through creating participation, allowing external audiences to identify with them and become involved (YAN, 2011) . Additionally, previous research suggests that consumers respond much more positively to content shared through social media than to paid online advertising (NEFF, 2012) .
The emotional response to social media interactions strengthens the relationship with the brand (MANGOLD; FAULDS, 2009; SASHI, 2012) . However, it is necessary to understand that emotions are ubiquitous throughout marketing. In other words, emotions are a person's positive (i.e., pleased or relaxed) and negative (i.e., nervous or annoyed) feelings (LEE et al., 2009 ). In addition, researchers have found that high levels of emotional content in communications will encourage strong brand relationships (HEATH et al., 2006; PAWLE; COOPER, 2006; HUDSON et al., 2015) . From this information in the current literature, the final hypotheses is proposed regarding the use of social media in advertising strategies and brand evaluation. 
DATA COLLECTION AND METHODOLOGY
The methodological procedures used in this study followed the steps proposed by Hair
Jr. et al. (2005) for the cross-sectional survey method.
MEASURES
In the data collection instrument, the following scales were used from Brazilian studies: This sample cannot be considered probabilistic, given that the probability of inclusion of each member of the population in the sample is not known or equivalent (MALHOTRA, 2001 ). However, because of the amplitude (there are individuals from the majority of the Brazilian states) and the number of individuals, we consider that the sample positively influences the external validity of the findings.
This study used the Coca-Cola brand to evaluate the hypothesis because it was necessary to use a real brand to study the effects of brand trust and emotional response to advertising on brand evaluation. Therefore, some aspects were important to the brand 
DATA ANALYSIS
The collected data were analyzed using the software SPSS Statistics 21 and AMOS 21 using the multivariate technique of structural equation modeling with the following steps: (1) preparation of the data matrix (identification of outliers, missing values, the distribution of data, multicollinearity and homoscedasticity and selection of the estimation method); (2) descriptive analysis of the sample (to present the respondents profiles); (3) multivariate analysis using Exploratory Factor Analysis (EFA) to determine the underlying structure of the dataset from the survey; and (4) multivariate analysis by Confirmatory Factor Analysis (CFA)
of the structure to verify unidimensionality, reliability, convergent and discriminant validity, and calculating the coefficient of determination for structural equations. To measure homoscedasticity, we used Levene's test at a significance level of 1%.
Through an ANOVA, we found that no variables were heteroscedastic; therefore, no additional variables were excluded from further analysis.
SAMPLE CHARACTERISTICS
The sample used in this study comprised 927 questionnaires. Respondents were obtained from 22 Brazilian states. The average age of the respondents was 27 years old, with the most common age group between 17 and 29 years old (minimum age recorded was 14 and the maximum 68). The sample consisted of 56.3% women and 43.7% men. According to information from Socialbakers (2013) , the largest group of Facebook users in Brazil are women (54% of profiles) and the age range of the majority of users is between 18 and 34 years old (59%). Therefore, the average age and gender of the sample are within the characteristics of Facebook users in Brazil.
With regard to marital status, there was a large concentration of single individuals (67.4% of respondents), and 30.0% of respondents were married. The respondents had a high level of education (43% were graduates, 52% were students or undergraduates). In regard to computer use, 98.9% of the sample uses a computer every day and 49.4% of the respondents The data recorded by the variables, related to the profile of the respondents, showed a prevalence of women (56.3%), young people (between 17 and 29 years old), and singles (67.4%), with a high level of education who were technologically fluent and highly connected to Facebook.
RESULTS
CONSTRUCT INDIVIDUAL VALIDATION
The validation procedures of the constructs contained in the measurement model sought to verify unidimensionality, reliability, and convergent and discriminant validity. The dimensionality of the constructs was verified by Exploratory Factor Analysis (EFA) with extraction of the main components and an Oblimin rotation with indicators of the three constructs (consumer trust, emotional response to advertising and brand evaluation) ( Table 1) . After the EFA, consumer trust presented nine observed variables divided into two first order unobservable variables (affective and cognitive). As previously mentioned, the dimensions of trust are intensely debated in the literature and there is no consensus among researchers. At the same time, the behavioral dimension was less adherent to the model, since the study was scaled to consumer trust.
Emotional response to advertising, with 11 observable variables, was contained in three first order unobservable variables (attractiveness, significance and utility). In this model, some variables were more adherent to other constructs (different from the original) and were relocated after a careful analysis.
The brand evaluation scale presented the best fit, considering that only two variables were excluded due to a higher level of multiple associations (V76 and V78). Therefore, after the EFA, the construct presented 18 observed variables divided into four first order The evaluation of the reliability of the scales was performed by calculating the composite reliability and the average variance extracted for each construct measured (FORNELL; LARCKER, 1981) . The average variance extracted and reliability for each construct is displayed in Table 2 . Acceptable reliability must comply to values equal to or greater than 0.7 for the reliability of the construct and equal to or greater than 0.5 for the variance extracted (HAIR JR. et al., 2005) . All constructs presented the recommended extracted variance and reliability.
The convergent validity was assessed by examining the significance of the estimated parameters from their T-values, and all values refer to t-values greater than 1.96 (GARVER; MENTZER, 1999) . The discriminant validity, according to Fornell and Larcker (1981) , refers to the comparison between the variance extracted from each construct with the shared variance with the other constructs (squared correlation coefficient). Notably, the values of the first must be greater than the values found in the second. Table 3 presents the values of the bivariate correlation and shared variance. In the analysis of discriminant validity, the emotional response to the advertisement and brand evaluation pair presented the highest shared variance (square of the correlation coefficient). However, as evidence by the discriminat validity, the shared variance is lower than the coefficient of correlation between the two constructs. Thus, all constructs presented evidence of discriminant validity. The model tested had 38 variables and 100 estimated parameters (Figure 2 in Appendix B). The model was evaluated using the technique of structural equation modeling, analyzing the measures of adjustment of the model (Table 4) , the level of significance and the magnitude of the estimated regression coefficients for the relationships proposed by the hypotheses of the study. The results presented in Table 5 
TEST OF HYPOTHESES
The analysis of the significance and standardized factor loads and variance allowed the verification of the hypotheses of the study (Table 5) . The H1 hypothesis (consumer trust has a positive influence on the emotional response to advertisements) was supported. The results showed that consumer trust has a positive effect on emotional response to advertisements. When trust increases 1 point, the emotional response to advertising increases 0.55 points. The result of the H1 hypothesis allows us to evaluate the influence that consumer trust has on the emotional response to advertising in social media. We concluded that consumer trust is an immediate antecedent of emotional response to the advertisements on social media, and the higher the consumer trust, the more positive the reaction concerning the insertion of advertisements in social media.
Consumer Trust in and Emotional Response to Advertisements on Social Media and their Influence on Brand Evaluation
The H2 hypothesis (consumer trust has a positive influence on brand evaluation) was also supported. The results demonstrated that when consumer trust increases 1 point, brand evaluation increases by 0.47 points. Therefore, there is a positive effect of consumer trust on brand evaluation.
The final hypothesis, H3 (consumer emotional response to advertisements on social media has a positive influence on brand evaluations), was also supported. The results showed that when the emotional response to advertising increases by 1 point, brand valuation increases by 0.46 points. This result allows us to evaluate the influence that the emotional response to advertisements on social media has on the evaluation of the Coca-Cola brand.
Therefore, the better the emotional response to the advertisement, the better the brand evaluation will be.
The results of the evaluation and adjustment of the structural model can be summarized as follows: (1) the emotional response to advertisements on social media had a positive influence on the evaluation of the Coca-Cola brand; and (2) consumer trust had a positive influence on brand evaluation and emotional response to advertising in social media. 
DISCUSSION AND THEORETICAL IMPLICATIONS
In the age of social media, great importance is placed on gaining customer engagement with the community and the brand. Therefore, companies are investing in different forms of advertising and in methods to measure these strategies.
Our findings provide insights on how the emotional response to advertisements in a social media context and consumer trust influence brand evaluation. Specifically, we found that the trust that consumers have in the brand positively influences both the emotional response to advertisements and the brand evaluation. Notably, an increase in a consumer's previous trust in the brand implies an increased emotional response to advertisements distributed via online social media. This relationship between brand trust and emotional response to advertising demonstrates that the perception that consumers have about online communications is influenced by how they perceive the brand (whether they trust the brand).
Similarly, brand trust is an important influence on brand evaluation. If there is an increase in the trust that the consumer has in the brand, this will positively affect the beliefs and images that the consumer has about the brand. In this sense, the more the trust, the better the perception about the image of the brand. This finding is in agreement with previous studies that found that brand trust has a positive influence on behavioral and attitudinal dimensions of loyalty (e.g., CHAUDHURI; HOLBROOK, 2001; LAROCHE et al., 2012) .
We also found that the emotional response to the advertisements on social media will positively influence brand evaluations. If the consumer has a positive emotional reaction to an online advertisement of the brand, the more positively the consumer will perceive the brand.
This link between emotional response to the advertisements and brand evaluation contributes to a better understanding the role of the online media and how this media influences performance variables, such as brand evaluation. In addition, this research offers practical implications for brand managers, focusing the practitioners' attention to the types of advertising they use in social media. The practice of the companies to use emotional appeals in their advertisements as a way to create affective ties with consumers (KELLY et al., 2010 ) has proven to be effective for positive brand evaluations. These results also confirmed that high levels of emotional content in the online environment will encourage strong brand relationships (HEATH et al., 2006; PAWLE; COOPER, 2006; HUDSON et al., 2015) .
This study demonstrates that companies must measure the emotional response to advertising in their social media activities as a way of enhancing brand evaluation. Managers should assess community success in social media by measures such as trust, not just the number of active users, posts, or visitors (HABIBI et al., 2014) .
Finally, our research highlights the importance of building trust in the online environment, specifically on social media. Based on these results, the recommendation to the management is that trust plays a key role in attracting and retaining costumers (CORRITOREA et al., 2003; SRINIVASAN, 2004; SEE-TO; HO, 2014) . Therefore, companies should employ and manage rich content in social media because marketing brands through social media is precise, personal, interesting, interactive and social (JOTHI et al., 2011) .
LIMITATIONS AND FUTURE RESEARCH
The results showed that it is possible to correlate the constructs of consumer trust and emotional response to advertising and brand evaluation, which are very common in marketing even though they have been primarily studied in an isolated form. However, more replications are necessary because we used an online survey method.
This study is limited in scope because only one social media tool (Facebook) and one brand (Coca-Cola) were used. Therefore, there is a need for the reapplication of this method to other brands that are less well known, such as Havaianas or local brands. Additionally, another social media tool should be analyzed. Third, future studies using the cross-sectional method used should observe changes in situational and superficial traits that were not assessed here.
Even with its limitations, this study adds a new perspective to the measurement of brand evaluation for companies that use social media as a marketing strategy. 
